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A study was initiated to answer questioi;!^ concerning 
television proqraming d^irinq "people's time" a raed iuln"- si:^Gd 
market. "People's time" is defined as local prime time frc^m U : 0\) p.m. 
to 8:00 p. lA. as cori*trasted vith prime yor network time and^ is 
considered a time when local broadcasters ha^te an opportunity to 
sferve their audience's ncnen^e rtairmen'^ ^needs , Content analysis was 
applied to the "TV Guide," and the flndinqs indicated that: (1) six 
qf the 21 proqram types ident if ied , accounted for 70.2% of the 
programing during t)eople's time, (2) overall, no significant 
difference was found between ^.hreo stations' program of£/erings, (3) 
of the total broadcast hourc considered, 0.6^ ^ werex identified as both 
"children" and "local public a f f airs, " . (M ) "local news" comprised 
10^6% of the aggregate conteht, and (5) nonen terta i nment programing, 
consisting of the sum of five pronram Vypes, cumulatively accounted 
for 52.7% of peop]e**s time. (fKM) i 
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•ABSTRACT 

Recently former FCC commissioner Nicholas Johnson has 
stressed the importance of television programming during what 
he-calls "people ' s ^time" or "local priilie time": 4:00 to 8:06 
p.m. In particular, he h^s argued that this time period -(as 

I " 

contrasted . with prime, or "network," time) offers local broad- 
casters an excellent opportunity to serve their audience's 
' nonentertainment needs. Quite clearly, during these four 
hours one' should expect to find growing numbers of individuals 
who have access to television. Specifically, school children 
and members of the daytime work force whose televiewing was 

necessarily precluded prior to these hours might be expected 
> 

to tune in. 

This study was initiated to answer. the following questions 
regarding television prograrmning during people's tin;ie in a 
medium-sized market: (1) Generally, what' type (and frequency) ' 
of programs are broadcast?" (2) Overall, are there significant 
differences between stations' menus? More specifically, (3) 
how much and what proportion of time is devoted to children 
oriented progra;nming? (4) What percentage of time is given " 
tp local news? (5) What percentage of time • do broadcasters 
utilize for local public affairs progranjs? (6) ' V^hat percentage 
of people's time consists of* nonentertainment type pjrograms? 

Using content analysis methodology the fiidings presented 
here indlqate that: (1) six of the 21 program- types identified 

' .1 

I 

4 



aac6unt for 70.2% of the programming during people's time, (2) 

ove2?all^ na i^igni ficant^ difference was found between the three 

stations ' V. program offerings, (3> of the total* broadcast hours* 

considered, 0.6% were identified . as both Children *and Local 
,# 

Public Affairs, (4) Local News comprised 10.6% of the . aggregate 
content, and (5) nonentertainment programming, consisting of 
the sum 'of five program- types , cumulatively accourjtted for 22.7% 
of people ?s time. " ' 



TELEVIS;^ON PROGRAMMING DURING "PEOPLE'S TIME" 
Recently former FCG commissioner Nicholas Johnson has 
stressed the importance ot^^tele vision programming during what 
he calls "people's time" or "local prime time": 4:00 to B:00 p.m.^ 
In particular, he has argued that this time period (as contrasted 



with prime. Or "network," time) offers* local broadcasters an 

excellent ^opportunity to serve their audience's nonente^^ain- . 

ment needs. Quite clearly, during, these four hours one should 

expect to find growing numbers of individuals whq^have access 

to television. Specifically, school children and members of 

the daytime workforce who^o televiewing was necessarily pre- 
/ 

eluded prior to these hours might be expected to tune in. In- 



deed, the Nielsen Television Index estimates of hour-by-hour 
television usage during all evenings for the two weeks ending 
22 January 1978 reports steadily increasing percentages of U.S 
households using television (from 58.2% at 6:00 p.m., pealcing 
a,t 67.5% between 8 and 10:00 p.m., clropplnq to 61-4% botwoen 
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'10-11:00 p.m., and rapidly falling off after 11:00 p-m.)^ 

In the past, researchers have*- employed content analysis 

methodology as a means for discovering various, aspects of 

3 

television broadcasting. Brown examined one week of Los Angeles 

r 

television to asceiftain the types of programs available to 

■0 

4 

viewers m that market. Gardner contrasted the program fare 
of American television to that of Japanese 1?V» Programming 

by group and non-group owned television broadcasters was studied. 

5 6 
by Baldridge. Wirth and Wollert analyzed public interest 

prpgramming by multimedia-owned TV stations. Similarly, Austin^' 

has focused on commercial network-affiliated stations' public 

interest programming during prime time. The present study* • 

offers a perspective different from the above insofar as the 

specific television contenl analyzed. 

This study was initiated to answer the following questions 

regarding television programming during people's time in a 

medium--sized market: (1> Generally, what type (4ndj frequency ) 

of programs are broadcast? (2) Overall, are there significant 

differences between the stations' menus? More specifically, 

(3) how much and what proportion of %i\x\e is devoted to children 

oriented programming? (4) What percentage of time is given 

to local news? (5) What percentage ,Qf time do broadcasters 

utilize for local public affairs programs? (6) What percentage 

Of people • s^ time consists of. nonentertainmeqt type programs? 

\ 
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- METHODOLOGY 

The stufSy reported here ejrapiined television program listings 
during people's time.pn three commeirciar network-affiliated 
station* iii a medium-^sized market ^(.Rochester, New- York). All 
three stations transmit 'on the VHF band. Employing Johnson's 
definition, people's time encompasses thfe 4:00 p.m. to 8:00 p.m. 
time slbt, Monday" through Sunday inclusive. Hence, for' each 
broadcast^er 28 hours a week were considered. A total of 30 ' . 

consecutive weeks were scrut;iniz(«(a for this study: Saturday, 
31 December 1977* through and including Friday, 28 July 1978. ^ 
For'- each affiliate, then, a total of 840 hours of , program li^tin^s 
were analyzed »(28 hours ^ week X 30 weeks) . * 

Program listings were obtained frorii the Rochester edition 
'^^ TV Guide . The "type" of program was coded according to TV 
Guide's content sidebar (e.g.. Family Feud - Game). A 21-point » 
program index resulted. In two ins,tandes (Miscellaneous/Other 
and Local iPublic Affairs) labels for th& prDgi^am-type viere 
created by the author. Patrick Murphy, TV Guide 's Programming ^ 
Edi^br , , has explained that these program descriptors are arrived 

at by the magazine editors' "judgment a'nd common industry ac- 

m 9 

ceptance of thejse terms." For each program-type the number 

of hours scheduled by TV Guide were tallied (included in the 
tabulations were commercial minutes as well as actual program " 
minutes; in other words, a show listed as beginning at 4:00 p.m. -s^ 
and ending at ^5:00 p^m. was counted as one hour) . 

A distinct'5 advantage to this methodology is standard 1 zatioYi 
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of program ca^ttegories thereby increasing the study's reliabilife]^^ 
(of ther 'contertlt coding_|«:ocedure )• and offering increased heuristic 
value to. other:, researchers.. For the content anal|Vst, Holsti 
has noiied thatx , standardization is ad^/^ntagfeous in that; "results 
may' be compareud across studies and findings will tend to be- 
come cumulative." 

Finally, cfche actual content coding was performed TDy the 
author.. One-tJhird (ten weeks) of "they universe (all darys and . 
ho^urs) was ranidomly Selected and r4/rCO,ded by. the author for^ 
the purpose of obtaining an intra-coder reliability esliiinate. 
The time interwal> between initial coding and receding was 29' 
days. The per^centage of ^agreement was 100%. 



, RESULTS AND DISCUSSION 
The first, question /raised .by this study concerned the type 
an^ frequency programs broadcast during people's time in 
this market. Hn relation tor- the total number of broadcast hours 
examined (2,52(0), Table 1 displays individual broadcaster and 
total percientaoges for all three broadcasters for each program- 
type. 



Table 1 About Here 



Focusing jjust on the overall percentage column, six of 
the 21 most fr'equently (10% and above) appearing progf am-types 
account for 7(0.2% of the people's time programming: Comedy (14.5%), 
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•Sports (13.2%), Discussi<m (11.6%.)-, Local News, (10 ..6%) , Network 

f ' ■* 

News (10.3%)., and Game (10.0%). * Two of these six program- 

-v 

types, Local |Iews and Network News, are cod^d simply as News 
by XV puide but were separated for. this study. Howeyer, if their 
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cumulative percentages are summed,. Newfe programming becomes 
the dominant program- type (20.9%). 

A further examinatiorT'of these Sj.t^^'most frequently appearing 
program-types by individual broadcaster allows us tct note in- 
dividual differences in their prfigram menus. The (35 affiliate 
presented far more Comedy programming (33.5% as opposed to ABC's 
1.3% and NBC's 8.9%) and the. ],east Discus^jDn and Game prcTgram- 
ming (none) when compared to the two other affiliates. Unique 
to WOKR (ABC) were Discussion programs ( Djnah! and Mike Douglas ) 
which were presented in quantities far above those by its competi- 
^tors (34.4% versus none fo^ WHEC 'and 0.4% for WROC) . This '• 
affiliate also offered the least number of Comedy hours and 
the most Sports and Local News programming .j NBC's affiliate 
also offered the least number of Comedy hours and the jnost' Sports 
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Local News programming. NBC's affiliate, WROC, broadcast 



more hours .of Game programs (143) and the least amount of I^cal 
News. Finally, rank ordering the program-types by broadcaster, 
a- Friedman two-way analysis of variance test was performed. 
No significant difference (p>. 05) between broadcasters by 
overall typo of progratn resulted. There is no evidence, therefore, 
of one station significantly influencing the aggregate totals. 
Th(^ third question this study sought to answer asked how 
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much time was devoted to children-oariented progratnming 
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Virtiile clearly arly type of programming may be attractive, or 
even ^appropriate ^ to children^ the criterion employed here ^' 
was TV Guide 's specific labelling of a program- "Children • " 
Referring again to Table 1^ programs coded as Children are 
the second-to-las t appearing type of the 21 prograia^ types 
indexed. Cumulatively, only 15. Such hours (or 0.6%) wete 
broadcast • The distribution of hours between stations was 
fairXy uniform: WOKR, 5; WHEC, 6; WROC, 4. 

The percentage of time given to Local News was the ^fourth 
question posed. Local News was the fourth most frequently 
appearing program-type and accounted for 10*6% of the three 
^^broadcasters ' prograiraning . By affiliate, ABC presented the 
most Local News (102 hours or 12.1%), followed by CBS (90 
hours or 10.7%), and NBC (75.5 hour^||)r 9.0%). As indicated 
in Table 1, only the NBC affiliate b^-oadcast more (7 hours) 
Network News than Local News. Further, for all th)i5ee stations, 
the amount of Network News was nearly, identical: 87.5 hours 

or 10*4% for ABC, 88-5 hours (10.5%) for CBS, and 82.5 hours 

* * * i 

(9.8%) for NBG. Adding Locall plus Network News in order to , 
determine the total news programming yields the following re- 
i^ults: Age, 189.5 hours (22.5%^; CBS, JL78.5 hours (21.2%); 
and NBC, ;^58 hours (J18..8%). /V 

The fifth question this study investigated was the per- 
centage of time given to local public affairs programming.- 
Overall, this program- type is thj^rd- to-last ( 15 . 5 hours or 0.6% 



in frequency of presentation -(one-half an hour more than the 

Children bategory) . Tl>e ABC affilia-te accounts" for virtually 

all the time given to tli^s program-type (15 hours) ; on a regula^ 

weekly basis it programmed a one-half an hour show. The remainde 

of time (one-hal^ hour) was presented by WHEC (CBS) . • 

A firi^l consideration of this study is that of overall 

* 

nonentertainment programming. Johnson has intimated that local 
broadcasters utilize people's time as a forum for this type 

0 

of programming. The distinction between Entertainment and non- 

enter'tainment (or enligh^nment) , however, is especially hazy. 

"Certainly a- great deal of incidental learning occurs during 

entertainment televiewing. The corresponding ca\^at, howe^r, 

is that not all of this incidental learning has positive con- 
11 ' "* 

sequences." For this study, ^jtonentertainment programming 
was considered as the program-types labelled as Local News, 
Network News, News Magazine, Local Public Affairs, and ■ Documentar 
Summing the frequencies of these five program-types, as reported 
in, Table 1, all thr^e affiliates aired a total of 572.5 hours 
(or 22.7%2 of nonentertainment program^. Of the three stations, 
CBS's outlet, WHEC, provided the most (209.5 or 24.9%) nonenter- 
tainment programming. ABC followed CBS as a close sisjcond (204 .^ 
hours or 24.3%) and the NBC affiliate w^s a distant .third (158.5 
hours or 18. 9%) . 



SUMMARY AND CONCLUSIONS 
This study pr^s^sents a content analysis of the people's ) 



time .menu as served up by. three commerciaij. network-affiliated 
statiorvs in a medium-sized market. The study is descriptive 
.in that it deter;nines the frequency of program-types in the' 
specified content universe. The study is also exploratory in- 
sofar as this research serves to increase familiarity wi'th 
program content during people's time. Moreover, the research 
suggests a standardized ^methodology for content analyzing 
television programming which could be easily replica4;ed . Util- 
ization of TV Guide 's coding system provides for content clas- 
sification in precise quantitative units and, importantly, en- 

sures high reliability thereby avoiding the potential problem 

• • • 

of impressionistic interpretation by different researchers. 

^ * 

(The efficacy of TV Guide 's coding is, of course, dependent on 
their own reliability.) ' . 

The findings presented here indicate that: (1) six of 
the. 21 program-types identified account for 70.2% of the pro- 
gramming during people ' s , time , (2) overall, no significant' 
difference V/as fopnd between the three stations' program offo'rin 

(3) of the total broadcast hours conside^red/ 0.6%/wer'e identifie 
as both Children and. LocaT Public Affairs, (,4) I^cal Wews com- 
prised 10.6% of the aggregate content, and (5) nonentertainmeijjt 
programming, consisting of the sum of five program-types, cumu- 
latively accounted for 22.7% of people's time. 

This study also suggests several heuristic aspects. First, 
how typical is this market? ' One might argue that the data 
reported here may be generalizable" to other medium^sizod markets 
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with similar number and type of television outjlets. This, - j, 

however, j.s speculative but makes a compelling point for future 

research. Second, how does the people's time rq^nu of Public 

Broadcasting stations compare to those of commercial broad- f 

f 

casters? Lastly, are there program content differences between- 
independent and network-affiliated broadcasters during people's 

time? ' ■ . 

- - 
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TABLE 1 



Tltutt Devoted to l^gram-typo by Broadcaster, 



Program-Typo 



Comedy^ 
Sports 
Ditfcudsion . 
Local iJcwB^l^ 
Network News* 

Adventure 
Drama 

partoon ^ 
MiBcelliincous/Other 
Science Fiction 
Movie ^ 
Muelc 
Variety 
News Magazine 
Country Mu«lc 
Mystcr/ 
Crime Drama 
Local Pul),Uc Affair**^ 
,Childron 
DpcuraCihcai^y 




WOKR (ABC) 



WHEC (COS) 



WROC (NBC) 



y 

Total Houri 

for each 

Program-Typo 
V 



hours 



% of 

total 

time 



hours 



7. of 

total 

time ' 



hours 



10.5 
136.5 
289.0 
102.0 

87.5 
108 .'5 

1.5 
24.5 

8.0 
15.0 



22.0 
15.0 
15«40 
5.0 



1.3 
16.3 
34.4 
12.1 
10,4 
12.9 

.2 

2.9 

1.0 

1.8 



2.6 
1.8 
1.0 
.6 



281. t> 
113.0 

90.0 
88.5 

111.5 
17.5 
34.0 
6^.5 
2.0 



28.0 



7. of 
total 



.5 

6.0 
2.5 



33.5 
13.5 

10.7 
10.5 



13.3 
2.1 
4.0 
7.8 
.2 



3.3 



.1 

.7 
.3 



74.5 
83.5 
3.0 
7 5.5 
82.5 
143.0 
145.0 
1.5 
75.0 
34.0 

41.5 
31.0 
14.5 

--ir- 

26.0 

5.0 

4.0 
.5 



8.9 
9. 



9.0 
9.8 
17.0 
17.3 
« .2 
8.9 
4.0 

4.9 
3.7 
1.7 

3.1 

.6 

.5 
.1 



366.0 
333.0 
292.0 
267.5 
258.5 
251.5 
145.0 
114.5 
92.5 
92.5 
65.5 
51.5 
31.0 
29.5 
28.0 
26.0 
22.0 
20.0 
15.5 
.15.0 
3.0 



X of Program- 
Type by a/Ll 
Broadcifstcro 



14.5 / 
13.2 ( 

11.6 , 
10.6 
10.3 
10.0 

5.8 
V 4.5 
3.7 
3.7 
2.6 
2.0 
1.2 
1.2 
l.l 
1.0 

.9 

.8 

.6 

.6 

.1 



840.0 100.1^ 840,0 100. 0 840.0 lOO.O" 



T^20.0 



iOO.O 



l«t|«tf -bhlf progr«n-typ« «■ "News." 
lira A^t^^^ ^0* creatod the Ubel for this program-'ty 
^Percetiwl$<^ totiilldo«s not Aqual 100 due to rounding. 
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